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archives	 communicated	 with	 the	 public	 via	 museums	 and	
exhibits,	 books	 and	 articles,	 educational	 curricula,	 television,	
anniversary	 publications,	 and	 nostalgic	 packaged	 goods.1	 By	
1996,	 as	 growing	 numbers	 of	 companies	 experimented	 with	
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sites—and	maturing,	 as	 content	 and	design	 refresh	 to	 engage	
repeat	 visitors	 and	 incorporate	 changing	 technology.	 If	 a	
company	has	an	archives	program,	its	Company	History	section	
often	 extends	 beyond	 a	 timeline	 to	 share	 legacy	 collections,	
activities,	and	communications	with	the	public.	This	outreach	
on	company	Web	sites	is	little	discussed	in	archival	literature,	
as	 studies	of	 corporate	archives	and	 technology	 tend	 to	 focus	
inward	on	serving	clients	within	the	company.	
	 To	 examine	 the	 online	 public	 outreach	 of	 corporate	
archives,	 this	 study	 analyzed	 the	 content	 of	 Company	
History	 sections	on	 the	Web	sites	of	Fortune	 100	companies.	
Findings	 demonstrate	 that	 the	 company	Web	 site	 is	 a	means	
for	 the	public	 to	 communicate	 directly	with	 the	 company,	 an	
opportunity	for	the	company	to	create	or	increase	an	emotional	





and	 the	 necessity	 to	 integrate	 with	 company	 objectives.	 The	
Web	 has	 improved	 archivists’	 ability	 to	 serve	 their	 corporate	
missions	by	connecting	them	with	a	diverse	audience,	ranging	
from	 customers	 to	 key	 company	 stakeholders.	 Contributions	
from	 archivists	 help	 build	 their	 corporations’	 Web	 sites	 into	







Sites,”	Corporate Communications: An International Journal	5,	no.	2	(2000):	
95.
corporate archIves and vIsIbIlIty
	 Corporate	 and	 non-corporate	 archives	 preserve	 and	
provide	 access	 to	 collections,	 but	 significant	 distinctions	
exist,	 based	 on	 the	mission,	 clientele,	 and	 unique	 realities	 of	
corporate	archives;	these	differences	extend	to	the	Web.	Online,	
both	types	of	repository	share	diverse	audiences,	but	differ	 in	
their	 definitions	 of	 effective	 outreach.	 Academic	 archivists	
Laura	 Botts	 and	 Lauren	 Kata	 found	 that	 although	 the	 Web	
has	 increased	 expectations	 of	 archives’	 accessibility,	 online	
outreach	 still	 serves	 the	 same	 diverse	 users	 of	 pre-Internet	
days,	 including	 teachers	 and	 students,	 genealogists,	 writers	
and	 historians,	 government	 employees,	 and	 the	 media.4	 A	
study	of	Fortune	 100	Web	sites	describes	a	 company’s	public	
Web	site	as	a	tool	not	just	for	communication	with	customers,	
but	 as	 a	 means	 for	 reaching	 “multiple	 audiences”:	 vendors,	
stockholders,	 employees,	 job	 seekers,	 financial	 analysts,	
the	 media,	 students,	 researchers,	 and	 the	 general	 public.5	
Companies	 establish	 archives	 to	 meet	 business	 objectives,	
so	 resources	 there	 primarily	 serve	 internal	 projects	 and	
departments	 rather	 than	external	 researchers.	Although	most	
corporate	archivists	do	provide	some	type	of	external	reference	
























	 Archival	 catalogs	 are	 usually	 retained	 internally	 on	





	 Underlying	 these	 differences	 in	 clientele	 and	 content	
are	 two	 definitions	 of	 effective	 online	 outreach.	 Repositories	
open	 to	 the	 public	 use	Web	 sites	 for	 marketing,	 to	 promote	
collections,	and	to	show	value	to	institutional	stakeholders,	but	
overall,	according	to	Donald	Waters,	former	head	of	the	Digital	




than	 reference	 services.	 The	 principal	 function	 of	 a	 company	
Web	 site	 is	 public-relations	 outreach:	 to	 promote	 brand	 and	
company	identity	while	engaging	audiences.	In	digital	design,	
explains	corporate	designer	Alan	Topalian,	a	company	projects	
and	 largely	 controls	 corporate	 identity—the	 “articulation	 of	
what	an	organization	is,	what	it	stands	for,	what	it	does	and	how	
it	goes	about	its	business”—in	order	to	shape	corporate	image,	
the	 “impressions	 and	 expectations	 of	 an	 organization	 in	 the	
minds	of	its	stakeholders	and	public.”8
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described	 Web	 site	 duties	 shifting	 from	 Public	 Relations	
to	 Marketing	 departments,	 creating	 “sales-oriented”	 Web	
sites	 with	 content	 linked	 to	 company	 branding	 and	 targeted	
to	 users’	 interests.	 They	 agreed	 that	 archival	 Web	 content	
must	be	personalized	 to	 connect	 to	 audiences	 and	 tailored	 to	
company	strategy	 to	prevent	marginalizing	archives’	presence	
on	company	Web	sites.9	
	 Online	 and	 off,	 corporate	 archivists	 seek	 to	 support	
business	 objectives	 while	 promoting	 the	 value	 of	 heritage	 to	
the	company	itself.	The	importance	of	visibility	and	technology	
(inherent	 in	 Web	 publishing)	 is	 frequently	 discussed	 in	
relation	to	corporate	archives.	A	“visible”	archives	is	“relevant	
and	 indispensable	 to	 the	 company	 whose	 main	 concern	 is	
not	 history,”10	 is	 a	well-known	 resource,	 and	 extends	 beyond	
the	 collections	 with	 good	 reference	 services,	 outreach,	 and	
promotion—often	using	the	tools	of	technology.	Former	AT&T	
archivist	 Marcy	 Goldstein	 is	 one	 of	 many	 urging	 corporate	
archivists	to	actively	position	the	archives	within	a	company’s	
network	 of	 knowledge,	 utilize	 the	 computer	 as	 a	 “conduit	
of	 information,”	 and	 create	 products	 and	 services	 that	 meet	
business	needs.11
	 Visibility	is	important	to	the	success	of	corporate	archives	
continually	 challenged	 by	 company	 downturns	 and	 mergers,	
profit-based	metrics,	mission	 and	 branding	 redirections,	 and	
29“Company History”
12	Hunter,	“Meeting	Notes”;	Ken	Wirth,	“Advocating	Business	Archives,”	Society 
of American Archivists Business Archives Section Newsletter	(August	1997)	
<http://www.archivists.org/saagroups/bas/news/aug1997.pdf>	 (accessed	
November	20,	2009).
13	 Irene	Pollach,	 “Corporate	Self-Presentation	on	 the	WWW:	Strategies	 for	
Enhancing	Usability,	Credibility	and	Utility,”	Corporate Communications: An 
International Journal	10,	no.	4	(2005):	285-301;	M.A.K.	Halliday,	Language as 






departments’	 projects	 and	 programs,	 access	 is	 restricted	 to	
collections,	and	perceptions	abound	of	musty,	old	records	not	
relevant	to	the	present	company.













and	 concepts	 to	 include	Web	user	 behavior;	 and	 interpreting	
interpersonal	function	as	both	text	and	interactive	Web	features	
used	 to	 establish	 a	 relationship	 between	 a	 company	 and	 its	
audiences.13	 Pollach’s	 methodology	 offers	 a	 way	 to	 identify	
and	evaluate	how	language,	text	structures,	linkages,	and	Web	
interactives	present	archival	content	to	the	public.	
	 Of	 the	 Fortune	 100	 companies	 in	 2008,	 thirty-nine	
(see	 Appendix	 A	 for	 companies	 and	 web	 addresses)14	 met	
the	 following	 criteria:	 all	 had	 a	 Company	 History	 section	 in	
the	 About	 Us	 area	 of	 their	Web	 sites	 and	 either	 an	 entry	 in	
30	 	 							Provenance	2009
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navigation	 were	 established.	 Variables	 for	 online	 corporate	
archives	and	company	history	were	also	identified	(see	Codebook	
in	 Appendix	 B).	 Data	 from	 the	Web	 sites	 were	 keyed	 to	 the	
variables	 and	 then	 analyzed	quantitatively.	 (Web	 site	 content	





	 Of	 the	 thirty-nine	Web	sites	 from	2008’s	Fortune	100	
companies	that	were	studied,	the	ten	with	the	most	prominent	
archival	 content,	 ranked	 by	 the	 presence	 of	 twenty-seven	
codes	 as	 defined	 in	 Appendix	 B,	 were	 General	 Motors	 (27	
codes),	Coca-Cola	(22),	IBM	(22),	Intel	(22),	Hewlett-Packard	
(21),	 Wells	 Fargo	 (21),	 Sears	 (20),	 Walgreens	 (20),	 Johnson	
&	Johnson	(18),	and	Motorola	 (18).	 In	 the	 following	analysis,	
examples	 of	 findings	 are	 frequently	 pulled	 from	 these	 Web	
sites	 to	 demonstrate	 the	 range	 of	 communication	 formats,	
archival	 visibility,	 and	 corporate	 messaging	 in	 the	 Company	
History	 section.	 Although	 the	 Sears	 corporate	 archives	 is	
currently	dormant,	 its	history	site	SearsArchives.com,	created	
by	vendor	The	History	Factory	in	2002,16	is	still	 live,	provides	
15	Business	Archives	Section,	The Directory of Corporate Archives in the 







continues	 to	 be	 cited	 as	 a	 recommended	 resource	 by	 various	
blogs	and	libraries.18
content Packaging
	 Archives	 were	 rarely	 mentioned	 in	 Company	 History	
section	titles.	The	term	“History”	was	used	on	thirty	Web	sites	
(77%),	 “Heritage”	 on	 five	 sites,	 and	 “Story”	 twice.	 Only	 IBM	
and	Sears	named	their	Company	History	sections	“Archives.”19	
Content	 was	 packaged	 in	 twelve	 formats	 (see	 Table	 1).	 All	
but	 three	 Web	 sites	 had	 at	 least	 one	 historical	 image.	 After	

























then	 images	 ranged	 widely	 from	 ephemera,	 like	 sheet	 music	
for	State	Farm’s	commercial	“Like	a	Good	Neighbor”	by	Barry	
Manilow,20	to	retired	brands	and	products.	
	 Companies	 offered	 a	 variety	 of	 lively,	 in-depth	
presentations	 of	 historical	 content	 for	 extensive	 browsing.	
Twelve	 companies	 used	 Macromedia	 Flash	 to	 animate	
slideshows,	 quizzes,	 and	 timelines.	 Kraft	 Foods	 packaged	
its	 Company	 History	 section	 into	 one	 animated	 timeline.21	
Hyperlinks	led	to	historical	content	on	the	Web	sites	of	affiliated	
museums	and	institutions,	or	elsewhere	on	the	company	Web	




Motor’s	 Web	 site,22	 and	 Boeing’s	 “Historical	 Perspectives”	
column	in	its	online	Frontiers	magazine.23
	 Corporations	also	used	Company	Histories	to	highlight	
heritage	 brand	 extensions.	 Brand	 extension	 is	 the	 use	 of	 an	
established	 brand	 name	 to	 launch	 new	 products	 in	 different	
categories,24	such	as	sunblock-maker	Coppertone’s	recent	 line	
of	 sunglasses.	 Examples	 of	 brand	 extension	 of	 a	 company’s	
heritage	 include	merchandise	with	 vintage	 logos,	 a	 corporate	





















access	 facilities,	 services,	 and	 staff,	 revealing	 the	 archival	
functions	of	appraisal,	arrangement	and	description,	reference	
and	access,	and	preservation,	in	five	content	formats	(see	Table	
2).	 The	 most	 visible	 archives	 were	 those	 of	 General	 Motors,	
Hewlett-Packard,	 Intel,	 Motorola,	 Sears,	 Wells	 Fargo,	 Coca-
Cola,	and	IBM.	
Table 2: Archival Descriptions and Access on Corporate Web Sites
Format	 		 	 	 	 				Web	Sites
Description	of	Holdings	 	 	 				14	(36%)
Contact	Information	 	 	 				13	(33%)
Donation	Guidelines	 	 	 				10	(26%)
Archives	Staff	 		 	 	 						6	(15%)
Research	Guidelines	 	 	 						4	(10%)
	









29	 IBM,	 “Exhibits,”	 IBM	Archives	<http://www-03.ibm.com/ibm/history/



























request	 forms,	 e-mail	 and	mailing	 addresses,	 and	 comments	
on	 blogs.	 IBM	 was	 the	 only	 archive	 where	 researchers	 with	




showed	archival	boxes,	film	cans,	 art	 racks,	 and	white-gloved	





















preservation:	 “Since	 1975,	 the	 JPMorgan	 Chase	 Archives	
has	 promoted	 the	 firm’s	 legacy	 by	 collecting	 and	 preserving	
historical	documents.	.	.	.”33
establishing authority
	 A	 company	 uses	 its	 Web	 site	 to	 establish	 itself	 as	
the	 official	 authority	 of	 its	 brand	 and	 legacy.	 One	 way	 this	
message	was	conveyed	was	through	the	archivist	persona.	Dave	
Smith,	 founder	 of	 the	Walt	Disney	 Archives,	was	 introduced	
as	 “the	 ultimate	 authority	 on	 all	 things	 Disney,”	 and	 author	
of	 the	 “unparalleled	 reference	 work,	 Disney A to Z: The 
Official Encyclopedia.”34	 Anna	 Mancini	 at	 Hewlett-Packard	




collectibles	 frequently	 appeared	 in	 the	 comments	 sections.36	
Although	Hewlett-Packard,	Walgreens,	and	Wells	Fargo	could	
do	 no	 value	 appraisals	 for	 the	 public,	Wells	 Fargo	 and	 IBM	
36	 	 							Provenance	2009
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	 Citing	 numbers	 and	 statistics	 was	 another	 means	 to	
convey	authority	in	the	Company	History.	The	age	of	a	company	





slides,	 negatives	 and	 transparencies.”39	 Once	 established,	
authority	can	be	transferred.	Ten	of	the	thirty-nine	Web	sites	
(26%)	linked	or	listed	resources	outside	the	Company	History	
section,	 offering	 alternatives	 to	 restricted	 archives	 in	 the	
form	 of	 guidance	 to	 organizations	 and	 publications	 trusted	
by	company-history	experts.	Of	the	ten	most	visible	Company	
History	sections,	70	percent	had	related	resources.
interactivity and customized content
	 Twenty	 of	 the	 thirty-nine	 Web	 sites	 (51%)	 offered	
personalized	 interchanges	 by	 e-mail,	 weblogs	 or	 “blogs,”	
RSS	 feeds,	quizzes,	 shopping,	and	 free	 take-aways	of	 recipes,	




scrapbook”	 for	 users	 to	 “write	 GM’s	 online	 living	 history.”40	
Coca-Cola,	Johnson	&	Johnson,	and	Wells	Fargo	also	had	blogs	
entirely	dedicated	to	company	legacy.41
	 Although	 Company	History	 sections	 are	 characterized	
by	 general	 communications	 for	 multiple	 audiences,	 thirteen	
companies	 (33%)	 directly	 addressed	 three	 groups	 with	
additional	 content	 tailored	 to	 their	 interests:	 collectors/
enthusiasts,	 students/educators,	 and	 employees/retirees.	 For	
example,	Walt	Disney	offered	extensive	educational	materials	
for	 students	 and	 teachers,42	 and	 Sears	 connected	 enthusiasts	
with	experts	of	its	homes	sold	by	mail	order.43	Three	Company	
History	 sections	 linked	 to	 retiree	 group	 Web	 sites	 or	 asked	
longtime	employees	and	retirees	for	stories.44
humanizing the organization
	 Irene	 Pollach	 found	 in	 her	 Web	 site	 study	 that	



























the	 individual:	 the	 word	 “touch”	 was	 repeatedly	 used,	 as	 in	
“Kraft	 touches	 more	 than	 a	 billion	 people	 in	 more	 than	 150	
countries.”46	
	 Another	 way	 to	 foster	 connection	 between	 visitors	 to	
the	Web	 site	 and	 the	 organization	 behind	 it	 is	 the	 choice	 of	
personal	pronouns.	Nineteen	Web	sites	(49%)	used	first-person	





	 Quotations,	 often	 by	 founders	 and	 leaders,	 spoke	 of	
founding	 principles	 and	 basic	 values	 the	 company	 promised	
to	continue,	while	anniversary	celebrations	presented	legacies	
connected	and	vital	to	current	business.	Section	titles	announced	
“A	 History	 of	 Exceeding	 Expectations”	 (Johnson	 Controls)	





form	 of	 legacy.	 Four	 companies	 designed	 their	 Company	















parts	 for	 its	 three	predecessor	companies,	Phillips	Petroleum,	
Burlington	Resources,	and	Conoco,	Inc.51	
discussion
	 Over	 the	past	decade,	 the	 Internet	has	made	business	
archives	 more	 visible	 and	 accessible	 to	 the	 public	 than	 ever	
before	 in	 the	 Company	 History	 sections	 of	 corporate	 Web	
sites.	The	ten	companies	in	this	study	with	the	most	extensive	
and	 varied	 content—General	 Motors,	 Coca-Cola,	 IBM,	 Intel,	
Hewlett-Packard,	 Wells	 Fargo,	 Sears,	 Walgreens,	 Johnson	 &	
Johnson,	 and	 Motorola—also	 presented	 archival	 staff,	 work,	
and	 collections	 as	 relevant	 and	 engaged	 in	 current	 business	
objectives.	 These	 companies	 demonstrate	 how	 archival	
resources	 can	 build	 a	Company	History	 section	 into	 a	 strong	
heritage	 brand	 extension,	 where,	 as	 in	 a	 corporate	 museum,	
the	public	experiences	“not	passive	collections	of	organizational	
artifacts”	 but	 “a	 type	 of	 organizational	 memory	 that	 is	 used	
strategically	by	the	firm	for	identity	and	image	development.”52	
Messages	 conveyed	 in	 Company	 History	 sections	 spoke	 of	
rich	 heritages	 and	 enduring	 principles;	 strong,	 successful	
mergers;	brands	and	products	that	bring	meaningful	(and	fun)	
experiences	 into	 consumers’	 and	 clients’	 lives;	 and	 corporate	
innovation,	reliability,	and	continuity.	
	 This	 study	 of	 text,	 hypertext,	 and	 dialogue	 found	
corporate	archives	building	trust	in	Fortune	100	companies	and	
their	Web	sites.	They	 leveraged	nostalgia	 for	past	brands	and	
products,	 offering	 personal,	 connective	 experiences	 through	
interactives	 and	 narratives.	 The	 most	 functional	 Company	










materials	 and	 deeper	 resources,	 balancing	 visitors’	 need	 for	
quick	 ready	 reference	 and	 their	 desire	 for	 a	 rich	 experience,	
browsing	and	interacting	in	a	company’s	past.	
usability



















were	 animated.	 The	 most	 cumbersome	 timelines	 required	





Hoa	Loranger	and	Jakob	Nielsen,	Corporate Image: Usability Guidelines for 







HTML-based	 timeline	 was	 clean,	 easy	 to	 comprehend,	 and	
offered	 a	 PDF	 file	 print	 option	 and	 a	 variety	 of	 language	
translations	 from	 a	 drop-down	 menu.57	 Wells	 Fargo	 showed	






with	 prominent	 Company	 History	 sections	 offered	 related	
resources,	 accommodating	 Web	 users	 as	 active	 information	
seekers.	 Corporate	 archivists	 should	 make	 sure	 historical	


























official	 sources	 of	 its	 history,	 brand,	 and	products.	Archivists	
are	 familiar	 with	 this	 role	 of	 “expert,”	 notes	 Thomas	 J.	
Frusciano	 of	 Rutgers	 University.	 Many	 archivists	 serve	 with	
curators	 as	 “historical	 experts	 or	 institutional	 historians,	 and	




	 Online,	 the	 archivist	 was	 presented	 as	 company-
history	 expert,	 guiding	 visitors	 through	 a	 company’s	 past	
and	 providing	 reliable	 information.	 A	 major	 contribution	
by	 corporate	 archivists	 to	 Company	 History	 sections	 is	 an	
understanding	of	what	people	want	to	know	about	a	company’s	
past.	The	majority	of	the	ten	most	extensive	Company	History	
sections	 had	 information	 specifically	 posted	 in	 response	 to	
frequent	 requests,	 such	 as	 Wells	 Fargo’s	 Frequently	 Asked	
Questions	 (FAQ)	 page,	 which	 answered	 a	 range	 of	 questions	
on	the	company’s	beginnings,	how	to	build	a	model	stagecoach,	





History	 sections	 mentioned	 such	 requests).	 The	 past	 decade	
that	 launched	 Company	History	 sections	 also	 introduced	 the	
eBay	online	auction	site	and	Antiques Roadshow,	Cash in the 
Attic,	 and	 other	 appraisal	 television	 programs,	 heightening	
awareness	of	the	potential	value	of	collectibles	and	increasing	
requests	 to	 corporate	 archives	 for	 product	 values,	 dates,	 and	
authentication.	
	 Value	 appraisal	 for	 the	 public	 is	 a	 complicated	 area	
for	 many	 corporate	 archives	 due	 to	 the	 volume	 of	 requests,	
difficulty	determining	condition	remotely,	fluctuation	in	prices,	
and	 possible	 liability	 to	 the	 company.	 Philip	 F.	 Mooney	 at	
Coca-Cola	 was	 the	 exception	 in	 providing	 product	 values	 in	
61	Thomas	J.	Frusciano,	“Sharing	a	Wealth	of	Experience:	Archivists	as	Experts,”	





people	 to	e-mail	 images	of	 items	directly	 to	him,63	but	had	to	
discontinue	individual	value	appraisals	completely	after	a	year	
to	 keep	 conversations	 on	 topic	 and	 not	 just	 “commentary	 on	
what	do	I	have	and	how	much	is	it	worth.”64	Several	companies	









agreed	 that	 an	 “essential	 element”	 to	 an	 interesting	 company	




offers	 visitors	personal	 contact	 and	 intimacy	with	 a	 company	
and	 product	 culture	 that	 has	 been	 a	 part	 of	 their	 lives.	




















linked	 with	memories	 of	 childhood,	 special	 experiences,	 and	
people.	 Company	History	 sections	 offer	 new	ways	 to	 interact	
with	a	company	and	its	products,	and	links	to	communities	of	
people	with	similar	experiences	and	interests.
	 As	 Irene	 Pollach	 points	 out,	 audience	 involvement	
on	 corporate	Web	 sites	 is	 “likely	 to	 be	high,	 since	people	 are	
unlikely	to	visit	a	company’s	Web	site	if	they	have	no	interest	
whatsoever	 in	 the	 company	 and	 its	 activities.”68	 This	 study	
found	the	exchange	of	stories	the	most	intriguing	interactive	in	
the	Company	History	section—and	a	powerful	means	to	convey	
the	 corporation’s	 message	 to	 the	 public.	 American	 Express	
used	“True	Stories”	of	stellar	customer	service	to	 illustrate	 its	
company	values.69	Wells	Fargo	requested	“stories	of	your	own	









devices.	 Recent	 research	 has	 found	 that	 “the	 human	 brain	
has	 a	 natural	 affinity	 for	 narrative	 construction.	 People	 tend	
67	Magne	Supplellen	and	Herbjorn	Nysvenn,	“Drivers	of	Intention	to	Revisit	












to	 remember	 facts	more	accurately	 if	 they	encounter	 them	 in	
a	story	rather	than	in	a	list.”73	Narratives	in	Company	History	
sections	 are	 also	 part	 of	 an	 increasing	 trend	 of	 sharing	 life	
stories	 online—exemplified	 by	 Facebook,	 MySpace,	 blogs,	
and	Listservs.	Finally,	 story	exchange	adds	 to	 the	archives	by	
increasing	 the	 staff’s	 knowledge	 base,	 adding	 resources	 for	
research	and	exhibits,	and	even	building	relationships	that	may	
lead	to	future	donations.
	 Building	 connections	 between	 online	 audiences	 and	
the	 company	 through	Web	 interactives,	 virtual	 access	 to	 the	
corporate	 archives,	 and	 content	 tailored	 to	 frequent	 users,	
the	Company	History	site	 is	an	effective	vehicle	 for	corporate	
messaging.	As	 online	 design	 grows	 increasingly	 personalized,	
the	 company	 is	 more	 attuned	 to	 the	 customer,	 but	 more	
importantly,	 according	 to	 designer	 Alan	 Topalian,	 “users	 are	
gradually	drawn	into	the	‘extended	family’	of	organization.	The	
inclusion	of	stakeholders	into	the	corporate	family	constitutes	
a	 significant	development	of	 corporate	 identity.”74	Supporting	
new	 ways	 to	 build	 relationships	 between	 the	 public	 and	 the	
company	will	be	the	challenge	and	adventure	of	the	next	decade	
for	corporate	archives’	outreach	in	Company	History	sections.
	 The	 success	 of	 a	 brand	 extension	 such	 as	 a	 Company	




by	 corporate	 archivists	 of	 their	 company’s	 online	history	 and	
user	needs	is	critical,	as	William	Landis	confirms	in	his	study	
of	early	archival	Web	sites:	“Archivists	have	something	to	offer	
73	Benedict	Carey,	“This	Is	Your	Life	(and	How	You	Tell	It),”	The New York 












	 Corporate	 archivists	 tend	 to	 focus	 their	 technology	




of	 corporate	Web	 sites	 have	 developed	 over	 the	 past	 decade	
into	 vehicles	with	 good	 capability—and	 greater	 potential—for	
promoting	 corporate	 identity,	 addressing	 diverse	 audiences,	
and	making	 the	 actual	 corporate	 archives	 visible	 to	 both	 the	
general	public	and	key	company	stakeholders.	




brands	 and	products	 that	 have	 inspired	 loyalty	 in	 consumers	
though	the	years	and	what	external	users	ask	most	often	about	
company	history.	They	are	storytellers	and	collectors	of	stories,	
tapping	 into	 strong	 intersections	 between	 the	 personal	 and	
the	 corporate.	 Inspiring	 trust	 in	 a	 company	and	 its	Web	 site,	
archivists	 and	 heritage	 resources	 build	 the	 Company	History	
section	into	a	virtual	brand	extension	of	rich	content,	engaging	
and	 educating	 audiences	 while	 actively	 aligning	 with	 their	
corporation’s	current	business	initiatives.
Marie Force	 is	Archives	Manager	at	the	Delta	Air	Transport	
Heritage	 Museum,	 managing	 the	 non-profit	 museum’s	






















































and	 Web	 user	 groups	 were	 based	 on	 Irene	 Pollach’s	 study	
“Corporate	 Self-Presentation	 on	 the	 WWW:	 Strategies	 for	
Enhancing	 Usability,	 Credibility	 and	 Utility”	 (2005).	 Online	
archives	and	company-history	variables	were	developed	by	the	
researcher,	a	corporate	archivist,	with	reference	to	A Glossary 
of Archival and Records Terminology	 (2005),	 by	 Richard	
Pearce-Moses.77
Structure and Navigation Codes
1.	Heritage	 brand	 extension:	 Brand	 extension	 is	 the	 use	 of	 a	
well-known	 brand	 name	 to	 launch	 new	 products	 in	 different	
categories.	 Examples	 of	 brand	 extension	 of	 a	 company’s	
heritage	include	a	line	of	vintage-logo	merchandise,	a	corporate	
museum,	or	traveling	exhibit.














8.	 Holdings:	 Any	 text	 describing	 collections	 in	 corporate	
archives,	or	image	of	a	company’s	archival	facility.
9.	Appraisal:	“The	process	of	determining	whether	records	and	











for	 virtual	 reference	 (assistance	 by	 telephone,	 mail,	 fax,	 or	
e-mail)	or	information	about	on-site	reference	(researcher	may	
visit	to	use	the	collections).	
Company History Format Codes
13.	 Anniversary	 celebration:	 A	 separate	 unit,	 e.g.,	Web	 page,	























and/or	 awards	 in	 company	 history.	 May	 be	 in	 HTML	 or	
Macromedia	Flash	(still	or	animated)	format.	
Other Codes
25.	 Interactive:	 Web	 feature	 that	 actively	 engages	 users	 in	
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activity	other	than	reading:	either	a	traditional	point-and-click	
or	 a	Macromedia	 Flash	 animated	 feature.	 Exception:	 Audio/
video	players	were	not	counted	as	interactives.	
26.	 Personal	 pronouns	 (first	 person):	 we,	 us,	 our;	 (second	
person):	you,	your
27.	User	group:	Specific	audience	targeted	with	content	tailored	
to	its	common	interest.
